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In this paper, we grasped what car and public transport advertisements said and compared them, and we made the comparative analysis of influence that they had on attitude and behavior. First, we conducted factor analysis using the strength of associating advertisements with transportation. So we got 4 factors named "affection ","function ","non-every day", "long distance trip". Next, we analyze structural equation models for investigating influence which factors of advertisements have on psychology process of traffic behavior. The result shows that both of 2 factors of car advertisements affect attitude but only 1 factor of public transport advertisements affect transport advertisements.
